Background: Earth's biocultural diversity comprising biological, cultural and linguistic diversities is being eroded quickly. Our ability to recognise and appreciate what is remaining is crucial for its survival. However, not all forms of diversity are appreciated equally and a growing trend in plant blindness indicates that humans ignore plants in the environment. In this context, open-air markets emerge as cultural spaces that bring people closer to each other, as well as with local biodiversity represented by fruits, vegetables and medicinal plants. Methods: We conducted a cross-sectional survey with 160 people visiting Tamu Kianggeh of Bandar Seri Begawan, Brunei Darussalam. We randomly interviewed every fifth adult visitor (> 18 years) leaving the market on Fridays and Sundays continuously for a month, using a structured questionnaire. The questionnaire had 18 questions related to demographic particulars, reasons for visiting the market, vendor preference, social networking and visits to open-air markets and supermarkets. Results and discussion: People visit the market for the diversity of vegetables/fruits; local fruits and vegetables; socialising; cheap prices; ability to bargain; freshness of the products; convenience; medicinal plants; snacks; leisure etc. The ethnic diversity represented at the market comprised chiefly of Malay, Kedayan, Iban, Dusun, Tutong, Chinese communities and foreigners. Majority of the respondents chose 'availability of a wide range of fruits and vegetables' as the primary reason for the visit, followed by 'availability of local fruits and vegetables'. Tamu Kianggeh sold larger number of fruits and vegetables (104 taxa, 26 natives, 2 endemics) compared to the nearest supermarket (85 taxa, 14 natives and 1 endemic). A significant number of respondents also reported that they had made friends at the market.
Background
Biocultural diversity (BCD) is defined as the sum total of the diversity of life in all of its manifestations: biological, cultural and linguistic, which are interrelated (and possibly coevolved) within a complex socioecological adaptive system [1] . This diversity comprising biological diversity and 'human beliefs, values, worldviews and cosmologies' is being lost at alarming rates [2, 3] . The survival of earth's remaining biocultural diversity depends on our ability to recognise and appreciate it. However, not all forms of diversity are recognised and appreciated equally. Unlike animals that are considered charismatic and appreciated, plants and their produces are often overlooked. This phenomenon is termed as 'plant blindness', a term coined by Wandersee and Schussler [4] . Bringing people closer to plants and the associated culture is imperative to address plant blindness and conserve biocultural diversity [5] . The concept of BCD draws strength largely from studies that have explored the co-occurrence of biodiversity and linguistic diversity [3] , biocultural approaches to conservation [6] , importance of traditional knowledge and management regimes in biodiversity conservation [7] , ecological and cultural importance of species [8] and the importance of biocultural landscapes such as sacred groves and sacred natural sites [9] . However, studies approaching open-air markets from the biocultural diversity perspective are lacking. In this article, we use a case study from Bandar Seri Begawan to highlight the biocultural value of openair markets as centres of confluence of biodiversity and ethnic diversity. We propose that this unique ability of markets to bring people closer to each other, as well as to biodiversity, could make them excellent avenues for combating plant blindness.
Defining open-air markets
Open-air markets are considered one of the earliest forms of trade centres, where exchange occurs between buyers and sellers. Colloquially, they are known by various names such as flea markets, swap meets, rural markets, farmers' markets, peasant markets, periodic markets, wet markets and trading fairs [10] . Though these names are often used interchangeably, they refer to market places of varying nature with reference to periodicity, purpose, magnitude of trade, location etc. The term 'markets' itself is ambiguous as it can refer to exchanges or the 'social relationships and frameworks' that facilitate economic transmissions, or geographically specific social institutions, with 'specific social, legal, and political processes that enable economic transactions' [11] . Plattner, however, navigated around this confusion by referring to 'markets' as institutions of exchanges and distinguishing them from 'marketplaces' that are geographical locations where exchanges occur [12] . Bestor while discussing the anthropological aspects of markets recognises the term 'market' to have dual sense, both marketplaces, as well as markets, and uses the term market to refer to marketplaces [11] . For the purpose of this paper, we use the terms 'market' and 'open-air markets' interchangeably to refer to marketplaces.
Origin and characteristics of open-air markets
Markets are thought to have appeared with the birth of settled agriculture. The earliest known markets are believed to have originated 5000 years ago in the Fertile Crescent [13] . Some of the contemporary markets have a long history of existence, while other prominent ones have disappeared over time. It is now understood that the present day Mayan marketplaces are continuums from pre-capitalistic times [14] , and marketplaces played an important role in sustaining the erstwhile Mayan civilization [15] . In ancient India, markets such as the Arikamedu served as an important nodal point for overseas trade [16] . Skinner's study with the markets of rural China shows that markets and market towns were 'central places' [17] . The outward movement of agricultural and craft goods produced in the local area began from these central places, while the flow of imported goods meant for the consumption of peasants ended there. According to Rozelle et al., the traditional markets in contemporary rural China have retained much of their traditional characteristics [18] . In Thailand, markets are known to be dynamic entities that adapt to changing times leveraging on the multiple networks including tourism [19] .
Prior studies on open-air markets
Owing to the confluence of people, culture, biodiversity, languages and even germs, markets attract researchers from various disciplines to date. A notable work from Southeast Asia is that of Alexander [20] , who provides a comprehensive understanding of the vendors of the peasant market system in Kebumen, Java. Her work deals with the geographical location and distribution, types of markets, the kinds of traders, flow of information in market and the social relationships that exist in markets. Anthropologists have studied the relationship between markets and marketplaces, the ethnographic values, the social and governance structures, cultural patterns, relationship between cities and their markets, and globalisation points of view [11] . Geographers have studied the spatial organisation and the temporality of markets [21] . Economists have studied people's preferences for purchasing at the markets [22, 23] . Ethnobiologists have studied the diversity of medicinal plants traded, their cultural values and knowledge on medicinal plants in markets [24] [25] [26] ; from the biodiversity and nutrition perspective, researchers have studied the sale of wildlife [27] , diversity of edible plants and fungi [28, 29] and contribution to dietary diversity [30] . When unregulated, markets are also known to fuel trade in rare and endemic species, which in turn could lead to the decline of wild populations [31, 32] . Hence, researchers have routinely inventoried markets to monitor the trade in rare and endemic taxa [29, 33] . Microbiologists have investigated microbial quality of produces sold in the markets [34] , drug resistance in microbes found in the markets etc. [35] . There are even studies that have adopted a psychological approach such as understanding the impact of background music on consumer behaviour in markets [36] . The above list indicates the various disciplinary approaches researches have adopted to study markets. However, it also indicates that the overall biocultural importance of markets has been overlooked.
Methods
This study deals with Tamu Kianggeh, an open-air market in Bandar Seri Begawan (BSB), the capital city of Brunei Darussalam. BSB is one of the smallest cities in Asia. It has a total of two open-air markets, viz. Tamu Kianggeh and Tamu Gadong. This study only involved Tamu Kianggeh as we were not successful in securing permission to conduct interviews at Tamu Gadong. We conducted a cross-sectional quantitative survey of people visiting Tamu Kianggeh to uncover the reasons behind their patronage for open-air markets despite the availability of supermarkets close by. Following it, we undertook a onetime inventorying of fruits and vegetables sold in the market and the nearest supermarket to generate a quick understanding of the range of fruits and vegetables available to people through these markets. We use the results of these surveys to understand the biocultural importance of the market. The following sections explain in detail the methodology adopted for this study.
Characteristics of Tamu Kianggeh
Tamu Kianggeh is located in BSB, the capital of Brunei Darussalam (Fig. 1 ). It originated as an open-air market and still retains its nature despite a tin roof. The market is also a periodic market that convenes on the forenoons of Fridays and Sundays and has two entry and exit points, one each at the eastern and westerns faces, respectively. It is largely a wet market with the most number of vendors selling vegetables and fruits, followed by fish, snacks, fowls and handicrafts. On a Friday, we counted 168 vendors selling fruits and vegetables, 36 food vendors, 26 fish vendors and six handicrafts sellers ( Fig. 2) . Besides, there are also kiosks selling plastic toys and utensils, dry food and provisions.
Sampling and interviews
In this study, the eligible questionnaire respondents are people other than vendors above the age of 18, visiting Tamu Kianggeh with an intention of making a purchase or to inventory the materials available for purchase. All authors are frequent visitors of the market. Information collected through observation and casual conversations with vendors and fellow visitors were used to design the questionnaire. We observed that visitors do not stay back for a prolonged time post-visit, and hence the questionnaire had to be kept short. There were 18 questions in total (Table 2) , questions 1 to 7 were on demographic particulars; 8 and 9 were on reasons for visiting the market; 10 on vendor preference; 11, 12, 13 and 14 on social networking; and 15 to 18 on the visit to markets and supermarkets and the groceries available there. Question 5 was on ethnicity of the respondent-if they identify themselves as a member of a community indigenous to the larger Borneo island. The paper-based questionnaire was then pilot tested initially by administering it to friends and relatives, followed by pilot interviews at the Kianggeh market on the 6th and 8th of April 2018. During the course of the pilot interviews, we discovered that there was a possibility for the economic status of visitors to differ depending on which of the two entry/exit points they used. The eastern entrance had ample parking spaces and hence was preferred by visitors who arrived by cars, whereas the western gate was preferred by visitors who used public transport. This is because of the proximity of the public bus station to the western entrance. Due to this, the interviews were held at alternating gates every week. Interviews were conducted on all Fridays and Sundays from the 13th of April 2018 to 6th May 2018. Twenty randomly chosen respondents were interviewed each day, between 7.00 and 12.00 h., both for the pilot testing as well as the interviews. In total, we gathered 160 respondents. The socio-economic profile of the respondents is provided in Table 1 .
A systematic random sampling approach was used, where every fifth adult visitor (irrespective of gender) leaving the market was approached for the study. In situations where the fifth visitor refused to be interviewed or has been interviewed previously, the interviewers moved on to the tenth visitor and so on. Finding respondents was not easy, as learnt from our experience with the pilot interviews. This is because visitors were keen on getting back home immediately post-visit. Lack of time was the most frequently cited reason for declining to be interviewed, followed by hot weather. There were a few migrant labourers who were interested in responding but had to decline due to language barriers. One respondent refused to be interviewed citing 'lack of teeth' indicating the role of personal confidence. The respondent data is anonymous; thus, no data can be individually linked to the personal identity of the respondent. Descriptive analyses were carried out and group comparison tests (chi-square and Fisher's exact) were used to determine any group differences between indigenous and non-indigenous, and leisure and non-leisure market visitors, as well as cross-comparisons between responses and demographic particulars. All analyses were done using R (ver.3.5.1) statistical software. A p value of < 0.05 was considered statistically significant. Risk assessment was conducted prior to the commencement of the survey, and ethical clearance was obtained from University Research Ethics Committee, Universiti Brunei Darussalam (UBD/OAVCR/UREC/Dec17-01). Permission to conduct interviews at the market was obtained from the Jabatan Bandaran, BSB. The research conforms to the code of ethics of the International Society of Ethnobiology [38] .
Inventorying of vegetables and fruits
Following the compilation of the findings, a onetime inventorying of the market and the nearest supermarket was conducted to compare the findings of the interviews with the availability of vegetables and fruits. The nearest supermarket that is large enough to be considered a representative of the supermarkets in Brunei is approximately 3 km away from Tamu Kianggeh. Common names of the vegetables and fruits sold in the supermarket were noted down from the labels, while in the market, we enquired the vendors for the local name. The vegetables and fruits were initially identified provisionally using a checklist created by the last two authors for a different project and later confirmed by referring to Hutton's Tropical vegetables [39] and Det et al.'s Edible wild plants in Sarawak [40] , as well as by comparing with specimens at the Brunei National Herbarium (BRUN). Latin names of the plants and their biogeography were updated by referring to online databases and published literature [41] [42] [43] [44] [45] . There were also dry medicinal plant materials such as roots and barks sold in the market. However, we had excluded them from the current study as identifying them would require detailed analyses at the anatomical and molecular levels [46] .
Results and discussion
Majority of respondents (n = 97, 60.6%) were of the age group 40-64 years, followed by the age group 20-39 years (n = 49, 30.6%) ( Table 1 ). There were 14 senior citizens above the age of 65 (8.8%). Most of our respondents were married (n = 129, 80.6%). With regard to the residency status, there were 110 locals (n = 110, 68.8%) and the rest were foreigners (n = 50, 31.2%). Income wise, more than half of the respondents (n = 90, 56.2%) reported a monthly income of less than 1000 Brunei dollars (BND), followed by people earning 1000-1999 BND (n = 35, 21.9%). The number of visitors progressively gets lower as the income increases. Among the respondents who reported purchasing regularly from supermarkets, 42 (46.6%) of them had a monthly income of more than 2000 BND, followed by those earning less than 1000 BND (n = 30, 33.3%) and 1000-1999 BND (n = 18, 20.0%). The popular notion is that rich consumers prefer to shop from supermarkets [47] . However, among respondents who earned more than 2000 BND, there was no significant difference between those who purchased regularly from the supermarket and those who did not. This indicates that income is not the primary factor that determines visitors' preferences for open-air markets or supermarkets. The raw data from the interviews is available as Table 2 .
Markets and biodiversity
Our study shows that people visit Tamu Kianggeh for various reasons such as diversity of vegetables/fruits (n = 112; 70%), local fruits and vegetables (n = 79; 49.4%), socialising (n = 40; 25%), cheap prices (n = 91; 56.9%), ability to bargain (n = 38; 23.8%), freshness of the products (n = 78; 48.8%), convenience (n = 73; 45.6%), medicinal plants (n = 20; 12.5%), snacks (n = 75; 46.9%) and others. When asked to pick one reason among the list, respondents ranked availability of a wide range of fruits and vegetables as the highest, with 90 respondents (56.3%) picking it as the main reason for visiting the market. The onetime inventorying of vegetables and fruits sold at Tamu Kianggeh and the nearest supermarket yielded 138 taxa (Table 3) . Bananas, plums, pear and grapes could be identified only to the genus level in both these markets. Accounting for the fact that there could be considerable variations within these taxa unidentified beyond the level of genus, it is possible that the actual number of taxa could be higher. Tamu Kianggeh had relatively higher diversity with 104 taxa, compared to the 85 taxa sold in the supermarket (Fig. 3 ). We recorded 30 taxa including two endemics natively distributed in Borneo, of which 26 were recorded from Kianggeh and 14 from the supermarket. The two endemics were sold in the market while the supermarket had only one that is in popular demand in Brunei (Durio kutejensis). Perhaps this is an indication of supermarkets to compete with the markets in bringing popular local fruits to the people [47, 48] . At present, Tamu Kianggeh provides a wider range of fruits and vegetables and also a higher percentage of native ones. This agrees with the results of the interviews that the availability of a diverse range of vegetables/fruits, and local fruits and vegetables are major attractions of markets. However, it should also be borne in mind that the local people's perception of local plants could differ from formal biogeographical understanding of it. Food plants could be cultivated thousands of kilometres away from their centres of origin, and any crop cultivated by the previous few generations could be considered 'local' by the people. Likewise, plants that are not native to the region could also get incorporated into the local cultures. Examples are: Mangifera caesia that is not native to Borneo is cultivated widely and considered a 'local fruit' in the region [49] and Cosmos caudatus that is native to tropical America, but popularly used in the local cultures of Malesia for its medicinal and culinary properties [50] and even depicted in the $10 bill of Brunei Darussalam. Although our study does not trace the habitats from where the vegetables and fruits are sourced, we do not rule out the possibility of fruits in the markets and supermarkets originating from homegardens and forest gardens of the region [28, 51] .
People visiting local markets are indeed known to show preferences for fruits and vegetables [52] . A study with a New Jersey farmers' market shows that close to 80% of consumers reported an increase in consumption of fresh fruits, and 78% increased consumption of vegetables over a period of 5 years [53] . The study of Baker et al. on the markets of northwestern Vermont showed that people visited the markets primarily for the local and 'fresh' food, which in our study is ranked as the second most important reason [23] . These show that markets play an important role in bringing biodiversity closer to people, while also contributing to enhanced food diversity. Although some respondents listed medicinal plants (12.5%) as one of the reasons to visit the market, none of them chose it as a primary reason, indicating that purchase of medicinal plants is not the primary purpose of visit. Medicinal plants sold in markets are known to have high informant consensus, due to the cultural selection and demand for plants with high efficacy [54] . Studies have also shown that medicinal plants sold in markets could be locale and market specific [55] . The practice of using traditional medicine is highly prevalent in Brunei [56] ; hence, the contribution of the market towards local healthcare in Brunei cannot be under-estimated. Medicinal plants were not included in the onetime plant survey we had conducted. We identify this as major gap in the current study and recommend that future studies should look into the diversity of medicinal plants traded in the markets of Brunei Darussalam. The results presented in this section show that biodiversity represented by the diverse range of fruits and vegetables is the major reason for the patronage showed by people towards Tamu Kianggeh. It is also noteworthy that availability of local fruits and vegetables (n = 79; 49.4%) is ranked second. From these findings, it is inferred that Tamu Kianggeh brings people closer to the local biodiversity. One of the greatest tragedy of our times is 'plant blindness', our inability to recognise the plants in our environment [57] . The major reason for such blindness, especially in urban ecosystems is the inability to stay in continuous contact with biodiversity [58] . From a 'Biocultural Ethics' perspective, it is important to surpass such hurdles by revitalising the links between people and biodiversity [58, 59] . Balding and Williams are of the opinion that being in a 'plant culture' enhances an individual's ability to 'detect, recall, and value plants' [60] . Likewise, creating interest in useful plants has been proposed as the first step for developing interest in the plant kingdom [59] . Open-air markets provide people opportunities to be immersed in a plant culture where socialising happens in the company of useful plants. In a recent paper, Krishnan et al. [5] reiterate the need for collaborations between botanic gardens, academic institutions, non-governmental bodies and research institutes to combat plant blindness related to food plants. Our results show that such efforts should also include local markets as they are cultural spaces where people come into close contact with biodiversity represented by fruits, vegetables and medicinal plants.
Markets and cultural diversity
In the preceding section, we showed that visitors find biodiversity as the major attraction at Tamu Kianggeh. Are markets mere trading centres where people procure products of biodiversity? Anthropologists consider markets as an integral part of complex societies [61] . Beyond being essential trading centres, they are also natural units of social interaction-an important biocultural feature that is often overlooked [17] . In our sample, there were 54.4% (n = 87) of respondents who identified themselves as a member of an ethnic group indigenous to Borneo, while 45.6% (n = 73) identified themselves as non-indigenous. Majority of the respondents who identified themselves as indigenous also identified themselves as a member of the Malay community (n = 58, 66.7%), followed by Kedayan (n = 17, 19.5%), Iban (n = 5, 5.7%), Dusun (n = 3, 3.5%), Tutong (n = 3, 3.5%) and Sarawak Kuching (n = 1, 1.1%). There is no formal ethnic community such as 'Sarawak Kuching', and the lone respondent refused to name his community and just mentioned that he is an indigenous member from Kuching in Sarawak. In addition, there were also a significant percentage of foreigners of unknown ethnicities visiting the market (n = 50, 31.2%). This shows that Tamu Kianggeh is also a space where people of diverse ethnic groups meet and socialise, an aspect that is often overlooked [62] . The confluence of multiple ethnicities could be considered indicative of the representation of multiple languages [63] . Hidayati et al.'s research with the Vaie people of Malaysian Borneo illustrates how local markets are important centres of transmission for local languages and traditional knowledge [63] . Their research also shows that markets are spaces where new lexemes are coined, a phenomenon which affects language diversity and maintenance.
Our study shows that none of the visitors arrived at the market with the primary intention of socialising, although a significant percentage (25%, n = 40) of them see ability to socialise as one of the reasons to visit the market. However, 40.6% (n = 65) of the respondents purchased from a regular vendor indicating trust-based relationships developed through regular visits. The study of Watson and Studdert [64] and Alexander [20] show that it is the vendors with a long history in the markets who play an important role in attracting customers. In the current study, majority of those who tend to purchase from regular vendors are either regular market visitors (n = 46, 70.8%) or locals (n = 46, 70.8%).
There was a significant difference between regular and non-regular respondents (p = 0.037) with regard to their intention to socialise. Of the respondents who reported an intention to socialise while visiting the market, 77.5% (n = 33) were regular visitors. There were no significant differences in the intention to socialise between foreigners and locals (p = 0.846). Although majority of the respondents (n = 97; 60.6%) do not visit the market with friends, the fact that the remaining 39.4% of the respondents did visit the market with friends either regularly or occasionally indicates that markets do provide opportunities to strengthen socialising between already existing friendships. Likewise, a large number of respondents (n = 97; 60.6%) reported that they had made friends at the market, further indicating the role of open-air markets as platforms for finding new friends. Results also show that majority (n = 84; 86.6%) of such friendships were reported to be formed with vendors, while friendships with other visitors also formed a significant percentage (n = 32; 33%). Among those who formed friendships with visitors, the proportion of nonindigenous respondents who responded affirmatively (n = 15; 41.7%) was comparatively higher than those who reported themselves as indigenous (n = 17; 27.9%). In some cultures such as the tribal societies of Odisha in India, markets are also spaces for courtship and socialising with the opposite gender [65] . However, our study did not deal with such aspects of socialising due to cultural constraints.
Majority of the respondents (n = 89; 55.6%) reported that their neighbours do not ask them for favours of purchasing items from the market. People who reported 'sometimes' also formed a significant percentage (n = 48; 30.0%), while there was a relatively small percentage of respondents whose neighbours do approach them for such favours (n = 23, 14.4%). This indicates that markets facilitate socialising happening beyond the actual market place. A significant number of respondents (n = 109; 68.1%) reported that they would not be visiting the market if they do not have to purchase anything, while 31.9% of the respondents (n = 51) were of the view that they would be visiting the market to roam around, even if they do not have to purchase anything. Such leisure visitors (n = 25; 49%) are more likely to visit the market with their pre-existing friends than visitors with a purpose (n = 38; 34.9%). Leisure visitors also have the tendency to be approached by neighbours for a favour from the market (n = 25; 49%) than the visitors with a purpose (n = 46; 42.2%).
The study of Watson and Studdert [64] shows that foreigners also use markets as important spaces for socialising. In Kianggeh, the likelihood of a foreigner visiting the market for leisure purposes appears to be increasing with the duration of residency as 35.7% (n = 5) of foreigners who have resided in the city for 1-5 years were likely to visit the market for leisure purposes, while the proportion for those who have resided for more than 5 years is significantly higher at 57.1% (n = 8). However, the proportion of foreigners who visited the market for purchase purposes also increased with the year of residency from 11.1% (n = 4) in the 1-5 year group to 83.3% (n = 30) in the above 5 years group. This only shows that people are more likely to visit the market with increasing years of residency. There were only two respondents who identified themselves as tourists; among them, one had visited the market for leisure purposes while the other was there to purchase. Thirty eight of the 50 foreigners who agreed to participate in our study (76%) reported to visit the market every week. Of them, 28 (73.6%) also regularly patronise local markets in their native country. This indicates a continuous cultural affinity towards open-air markets despite migration.
These findings presented in this section have implications for the field of Biocultural Diversity that espouses the 'inextricable' link between biodiversity and cultural diversity [1, 2, 66] . The results show that although the market's primary purpose is trading biodiversity, it also serves as a platform for convergence of people of multiple ethnicities. In addition, the market is an important recreational and cultural space for people to socialise. Another noteworthy finding is the increasing interest of foreigners in visiting the local market along with the increase in years of residency. This could be considered indicative of the ability of local markets in attracting foreigners towards local plant culture.
Open-air markets are irreplaceable
One of the important features of urban centres is the presence of supermarkets. Supermarkets differ from open-air markets in the ownership, formal versus informal nature and cultural contributions to the society. Yet it is common to see open-air markets throughout the urban centres of Southeast Asia which indicates the patronage they receive despite urbanisation. Majority of our respondents (n = 153; 95.6%) were of the opinion that every city should have an open-air market, and there were no significant differences between indigenous and non-indigenous respondents (p = 0.081). Almost equal number of respondents agreed in favour or against the statement that there are groceries that could be exclusively found in the open-air markets when compared to supermarkets. However, the percentage of those who agreed with the statement was significantly higher (p = 0.007) for the indigenous respondents (n = 53; 60.9%) when compared to the non-indigenous groups (n = 28; 38.4%). Majority of the non-indigenous respondents (n = 45; 61.6%) disagreed with the statement. This indicates that the nature of dependence on the market is different for the indigenous and non-indigenous people. Of the respondents who responded affirmatively, majority (n = 54; 81.1%) had listed 'local goods' as the item traded exclusively in the market, irrespective of their indigenous/non-indigenous nature. On the other hand, imported (n = 33; 47.1%) and processed (n = 33; 47.1%) goods were ranked high in the list of exclusive goods available in the supermarkets, while local products were little (n = 2; 2.9%). Minten and Reardon (2008) explain this phenomenon of supermarkets specialising in processed food using the three wave concept. Supermarkets in their early stages of market penetration tend to offer competitively priced processed and packages foods, while fresh produces including vegetables are sold at rates expensive than 'traditional retailers' including markets. However, they gradually encroach into the consumer base of the traditional retailers and markets by offering competitively priced fresh fruits and vegetables. In the case of Kianggeh, we could consider the availability of the endemic durian in the supermarket as an indicator of the intentions of the supermarket to compete with the market in offering local produces. However, for indigenous and local people, open-air markets shall continue to be irreplaceable. This is understandable from their univocal response that all cities should have open-air markets.
Limitations of the study
The study involves visitors of Tamu Kianggeh and thus may not be reflective of other markets in Brunei. Likewise, BSB is relatively smaller to other major cities of Asia such as Kuala Lumpur or Bangkok and hence cannot be considered generalizable to other countries in Asia. The inventory of fruits and vegetables traded in the market has been undertaken only once. Some of these produces could be seasonal and, ideally, surveys of traded fruits and vegetables should be undertaken throughout the year on a monthly basis. The sample consisted of visitors alone, and does not provide an understanding of the reasons for the popularity of the market from the vendors' point of view. We suggest the readers consider the findings of the study in the context of the above limitations.
Conclusion
Our study shows that open-air markets are meeting grounds of ethnic and biological diversities, a property that makes them important nodes of biocultural diversity at the local level. Tamu Kianggeh is a meeting point for multiple ethnicities such as the Malay, Kedayan, Iban, Dusun, Tutong and Chinese. Besides, there is also a significant percentage of foreigners who visit Kianggeh, majority of whom also reported to be a frequent visitor to the market in their home country. This indicates a continuum in the cultural preference towards local markets, despite migrating to a new country. Our study also reports the increasing interest of foreigners in visiting the local market along with the increase in years of residency. This indicates of the ability of local markets in attracting foreigners towards local biodiversity and plant culture. People patronise Tamu Kianggeh for the wide range of vegetables and fruits sold there, followed by the prospects of finding local fruits and vegetables. True to the results of the survey, our study finds that the market sells higher number of taxa than the nearest supermarket. Availability of medicinal plants is also one of the reasons for people visiting the market, indicating its relevance in local knowledge and healing. The market also sells a higher percentage of native taxa including two endemics. The findings show that open-air markets such as Tamu Kianggeh bring people closer to each other as well as to the local biodiversity. Krishan et al. [5] suggest 'exhibits, demonstration farms, experiential education, community outreach and collaborative biocultural conservation' as measures to enhance people's ties with food plants. We propose that such measures should also include open-air markets.
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